This study aims to determine the in luence of corporate positioning on brand equity. Data were obtained from the result of illing out questionnaires by 200 respondents who were all consumers of Gramedia Book Stores. The data were analyzed descriptively and quantitatively through Structural Equation Modelling (SEM) analysis. The indings revealed that the corporate positioning of the Gramedia Book Stores has a positive and signi icant effect on consumer brand equity. Further managerial implications are provided.
INTRODUCTION
Over the years, there have been several approaches to conceptualize brand equity, being identi ied with the value added to the product due to the existence of a brand (Yoo, Donthu, & Lee, 2000) . A brand is de ined as a valuable intangible asset, dif icult to imitate (Roberts & Dowling, 2002) , that can offer a value proposition based on existing associations and transmit culture and values of the organization (Aaker, 2012) , as well as help to achieve superior inancial results (Roberts & Dowling, 2002) . Brand equity contributes greatly to attitudes accumulated in consumer minds (Ambler & Styles, 1995) , preferences (Park & Srinivasan, 1994) , perceptions (Lassar, Mittal, & Sharma, 1995; Yoo, Donthu, & Lee, 2000) , and consumers' behavior (Aaker, 2012) . In this sense, one of the most salient contributions in the brand equity literature is Aaker's conceptualization. Aaker (2012) de ined brand equity as a set of assets and liabilities linked to a brand name and symbol that adds to (or subtracts from) the value provided by a product or service to a irm and its customers. Considering both perceptual and market behavior measures, Aaker (2012) suggested dimensions of brand loyalty, perceived quality, association, differentiation, awareness, and market behavior as sources of brand equity. Previous studies have discussed determinants of brand equity, including Iglesias, Markovic, & Rialp (2019) , Guitart, Gonzalez, & Stremersch (2018) , However, an analysis of the effect of employee branding and advertising on brand equity is still moderate. Therefore, in this study, we investigate the relationship of corporate positioning in the context of employee branding and advertising on brand equity.
LITERATURE REVIEW Corporate Positioning
Positioning refers to how customers think about proposed and/or present brands in a market (Perreault, Perreault, & McCarthy, 2001) . Through a brand's positioning, a company tries to build a sustainable competitive advantage of product attributes -tangible or intangible -in the consumer mind. This advantage is designed to appeal to one or more segments in the product category. Developing a successful positioning strategy is not easy Schnedler (1996) stated that positioning is one of a company's burdensome decisions.
Brand Equity
Aaker (2012) noticed that brand equity is a set of assets and liabilities linked to a brand name and symbol that adds to or subtracts from the value provided by a product or service to irm and irm's customers. Brand equity is a value and strength of the brand that decides it's worth. It can also be de ined as the differential impact of brand knowledge in consumer's response to brand marketing. Brand equity exists as a function of consumer choice in the market place. The concept of brand equity comes into existence when a consumer chooses a product or a service. It occurs when the consumers are familiar with the brand and holds some favorable positive, strong, and distinctive brand associations in their memories. Several aspects of the de inition deserve elaborations. First, brand equity is an asset. Thus, the management of brand equity involves investment to create and enhance the asset. Each asset creates value in a variety of very different ways. To manage brand equity effectively and to make informed decisions about brand-building activities, it is important to be sensitive to how strong brands create value. Brand equity creates value for the customer as well as the irm. The customers refer to both end-users and those at the infrastructure level. Moreover, assets or liabilities must be linked to the name and symbol of the brand. Therefore, any change of brand name or symbol will affect assets or liabilities, even though some might be shifted to the new name and symbol.
The Relationship between Corporate Positioning and Brand Equity
Positioning is not what is accomplished to the product, but what is created in the consumer's mind, through various communications. Corporate positioning is a set of associations the consumer has with the brand. These may cover physical attributes, lifestyle, and user image. A corporate positioning in a consumer's mind is a relative concept that refers to a comparative assessment of the consumer of how this brand is similar to or different from the other brands (Sengupta, 2005) . The corporate positioning guides the current communication programs and it is distinct from a general brand identity constructed. Some elements of brand identity such as cleanliness may not be actively communicated, and other elements such as a product class association will recede the brand visibility as well as the brand matures. Corporate positioning is a part of the brand identity and value proposition to be actively communicated to a target audience. Corporate positioning involves identifying and determining points of similarity and difference to ascertain the right brand identity and to create a proper brand image. For this reason, corporate positioning is a key to marketing strategy.
A strong corporate positioning directs marketing strategy by explaining the brand details, the uniqueness of the brand and its similarity with the competitive brands, as well as the reasons for buying and using a speci ic brand. Positioning is an underlying concept for developing and increasing the required knowledge and perceptions of customers. It is the single feature that sets your service apart from your competitors. By shaping consumer preferences, corporate positioning strategies are directly linked to consumer loyalty, consumer-based brand equity and the willingness to purchase a respective brand. Effective corporate positioning can be referred to as an extent to which a brand is perceived as favorable, different and credible in consumers' minds. Corporate positioning is a medium through which an organization can portray its customers of what they require and stand for. It forms customer's views and opinions.
In this study, we de ine corporate positioning in the context of employee branding and advertising. Biedenbach, Bengtsson, & Wincent (2011) and Sirianni, Bitner, Brown, & Mandel (2013) proved there is a signi icant relationship between employee branding and brand equity. Employee behavior is a part of brand positioning that signi icantly strengthens a corporate's brand equity. Moreover, in terms of advertising, Buil, De Chernatony, & Martıń ez (2013) , Alhaddad (2015), and Guitart, Gonzalez, & Stremersch (2018) have signi ied the relationship of the variable and brand equity. According to the theoretical background, the following hypothesis is proposed and the conceptual background is depicted in 
Data analysis
This study was carried out by using SEM which was run by the AMOS statistical program. SEM is an extension of the General Linear Model (GLM) that enables a researcher to test a set of regression equations simultaneously. SEM software can test traditional models, but it also permits examination of more complex relationships and models, such as Con irmatory Factor Analysis (CFA) and timeseries analyses. The SEM and traditional statistic methods (e.g., Regression, Anova, Logit) differ in some ways (Gefen, Straub, & Boudreau, 2000) whereas traditional statistic methods can only test pairwise relationships between observed variables.
RESULTS AND DISCUSSIONS Respondent characteristics
Most of the respondents in this study are male (63 %). Most of them had aged between 21-30 years old (81.5 %), between 31-40 years old (16.5 %) and between 41-50 years old (2 %). In addition, out of 200 respondents, 52.5 % of which are high school and undergraduate students and 47.5% of which are employees.
Con irmatory Factor Analysis (CFA)
CFA is used to test whether measures of a construct are consistent with a researcher's understanding of the nature of the respective construct. Four criteria are used as summarized in Table 1 . The irst criterion is RMSEA (Root Mean Square Error of Approximation). The RMSEA is acceptable or good when the value is less than 0.080. The second criterion is the GFI (goodness-of-it index). The GFI is acceptable when the value is greater than 0.900. Although in this study, the value of GFI is less than 0.900, it does not necessarily mean that the model has a poor it because the -3 - Sukmawati, GFI is scaled between 0 and 1, where higher values indicate a better model it. The third criterion is RMR (Root Mean Square Residual). RMR is the square root of the mean squared discrepancies between the implied and observed covariance matrices. It is used to compare the it of two different models with the same data. The RMR is acceptable when the value is less than 0.050. The last criterion is CMIN/DF (Chi-Square Fit Index divided by Degrees of Freedom). The value of CMIN/DF which ranges between 2 to 1 or 3 to 1 indicated an acceptable it between the hypothetical model and the sample data (Ghozali, 2016) .
Validity and Reliability Test
A validity test is used to measure the accuracy of the instruments used or questionnaire items. To test the validity of questionnaire items, this study used standardized loading factors with a cut-off value of 0.500 (Ghozali, 2016) . The result in Table 2 indicated that all items which belong to all variable are valid. Next, the internal reliability of the items was veri ied by Composite Reliability (CR) and Average Variance Extracted (AVE) value (Ghozali, 2016) . The literature suggested that the value of AVE must be higher than 0.500 and the value of CR must be higher than 0.700. Based on the calculation in Table 2 , all of the variables are beyond the cut-off values, thus it is concluded that all the constructs have ful illed adequate reliability.
Structural Model Results
The results of the hypothesis testing indicated that corporate positioning has a positive effect on brand equity of Gramedia store customers (=0.799; c.r.=9.937; P-value= 0.001). Figure 3 depicted the result of the SEM model estimation. The result supports the proposed hypothesis. Moreover, the result gives a support to the studies of Biedenbach, Bengtsson, & Wincent (2011 ), Sirianni, Bitner, Brown, & Mandel (2013 , Buil, De Chernatony, & Martıńez (2013) , Alhaddad (2015) , and Guitart, Gonzalez, & Stremersch (2018) 
CONCLUSION
The result of this study indicated that corporate positioning has a positive effect on brand equity of Gramedia customers. By implementing a good corporate positioning, Gramedia will gain a high brand equity. Moreover, the advertising is the most important factor in corporate positioning, while the brand awareness is the most important factor in brand equity. Some managerial implications are suggested such as doing cooperation with universities and s chools, installing best selling books in public spaces, and doing a collaboration with television media.. 
